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ABSTRAK 
Pertumbuhan urus niaga atas talian telah meningkat dengan begitu memberangsangkan 
termasuklah dari segi jumlah jualan dan kesan nilai tambahan yang diperolehi selari arus 
perkembangan penggunaan Internet. Seterusnya, ia telah menjadi satu saluran biasa yang 
diguna pakai dalam melakukan pertukaran dan penyampaian maklumat berkaitan 
perniagaan, produk dan perkhidmatan bagi pasaran global. Meskipun kaedah urus niaga 
dan transaksi atas talian ini telah mula memikat atau memenangi hati pengguna Malaysia, 
namun terdapat beberapa faktor utama yang telah mempengaruhi kesanggupan dan 
keinginan untuk membeli barang atas talian namun masih tidak diketahui. Oleh yang 
demikian, objektif kajian ini adalah untuk mengenal pasti hubungan antara kesetiaan 
pelanggan dengan pembolehubah bebas yang lain seperti kualiti perkhidmatan laman web 
sosial, nilai yang diterima, kebolehpercayaan dan kemudahan dalam urus niaga membeli- 
belah atas talian. Seramai 200 orang pensyarah akademik Politeknik Sultan Abdul Halim 
Mu'adzam Shah telah memberi maklum balas kepada kajian ini, seterusnya data- data 
yang telah dikumpul, dianalisa dengan menggunakan kaedah ,Vlcrti.~tical Package sqf&)ar.e 
.for Social Science (.CI',VS) versi 20.0 bagi menganalisis data yang telah dikumpul. 
Statistik deskriptif, analisis faktor dan korelasi telah digunakan ke atas kajian ini. 
Keputusan kajian telah menunjukkan dengan jelas bahawa pembolehubah bebas (kualiti 
perkhidmatan laman web, nilai yang diterima, kebolehpercayaan dan kemudahan) 
urusniaga atas talian mempunyai kesan positif ke atas pembolehubah bersandar 
(kesetiaan pelanggan dalam membeli-belah atas talian). Cadangan bagi penyelidikan di 
masa hadapan adalah dengan meneruskan kajian yang berkaitan kesetiaan pelanggan ke 
atas urus niaga atas talian dan diperluaskan ke negara-negara lain dalam menentukan 
corak tingkahlaku pembelian pengguna. Selanjutnya, bagi penyelidikan akan datang 
penekanan perlu difokuskan kepada perbezaan tingkah laku pengguna dalam pemilihan 
produk , laman web yang dikunjugi dan juga industri. 
ABSTRACT 
As the Internet has matured, there has been a huge growth in the volume and value of 
online transaction. Furthermore, it becomes a common channel for delivering and trading 
of information, products and services at global marketplace. Even though this method of 
business exchange or transaction has started to win the hearts of Malaysian users, the 
main elements influencing the willingness and retentions to purchase online are still 
unknown. Thus the objectives of this study is to identify the relationship between 
customer loyalty with other independent variables such as website service quality, 
perceived value, trust and convenience in online shopping transactions A total of 200 
academic lecturers in Politeknik Sultan Abdul Halim Mu'adzam Shah were responding to 
this study Further, Statistical Package software for Social Science (SPSS) Version 20.0 
was used to analyze the collected data. Descriptive statistic, factor analysis and 
correlation were applied to this study The results of this study were clearly shown that 
the independent variables (website service quality, perceived value, trust and 
convenience) had positive impact on dependent variable (customer loyalty in online 
shopping). It is suggested for future research to conduct this type of research and to be 
extended to any other countries in order to determine consumer pattern in online 
shopping behavior. Moreover, hture research also should focus on differentiation of 
consumer's behavior in term of products, websites also the industries 
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CHAPTER 1 
JNTRODUCTION 
1.0 Background Of The Study 
In recent years, the internet has providing a frictionless business environment 
whereby it enabled numerous organizations to transform the challenges of the past 
into the opportunities of the future and react as an effective medium in order to 
create a stronger relationship with the customers. Resulting from the 
commercialization of the Internet in the USA, most Asian countries have begun 
promoting the use of the internet and venture into online retailing. The process 
start with set up state run Internet service providers (ISP), executing the system 
and implement the procedures in order to develop more effective and achieve the 
requirements and expectations of online shoppers. 
Through the internet, barriers in communication processes such as geography, 
time zones and location within customers and employees would be reduce, thus 
enabling smoothness in husiness environment. Thus, it would permit the 
organization to improve their customer services and feedback system (Yu, 2006). 
Additionally, internet is a systematic medium that allows user's arbitrary 
connections in an open environment, created more challenges and opportunities 
but less expensive to venture into global market Moreover, internets simplify 
business operations by reducing their dependability on the other channel parties 
through electronically transactions (Yu, 2006). As a result it enables each 
1 
The contents of 
the thesis is for 
internal user 
only 
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APPENDICES 
Appendix 1 : 
UUM 
COLLEGE OF BUSINESS 
WEBSITE SERVICE QUALITY, PERCEIVED VALUE, TRUST, 
( CONVENIENCE AND CUSTOMER LOYALTY OF ONLINE SHOPPING 
I unl cr/rrei~/ly /)r/rsl/li~g my Master. of Sclei~ce (Mnl~ageinci~/) a  Othmaii Yc>op A bJ~/Jlah , 
C;~.ad~lo/t. School of H ~~,srr~c~.s.s, l It11\?c>1..51 / I  IJtlrr'r r Mala) :nn. The st11dj1 /ha/ 1 llnl C O I I J I I C / I ~ ~  
1.s the pnr.tlal fulfilln~enf /o\rnarui~ /he comple/ron of nly po.s/gradlla/c degree. 7he htle /ha/ 
I itwilt to explore 1s " ANALYZE THE FACTORS DETERMJNANT OF 
CUSTOMER LOYALTY IN ONLINE SHOPPING ". 
J 1rzo111J appreciafe If yo11 cor~ld .spare .yome lime arid fhorlghf m conlple/~i~g /he sltrvey 
yues/ionr~alre.v. I hope /ha/ you \vould co-operate 111 cornple/rng /he yr~es/ior~riuire 1~1th 
/he best ofi,ollr ability. 
This cpestlorrnarre con.rls/.r offirn. .st?ctloi?s. Sect1011 oile COIISI.Y/S of q~(e.rt~oi~s ahollt ~ O L I I .  
demographrc profile urd .follobved by secflon two ahorrf yolrr a~.rlarenes.r of clwtomer 
loyalty, .~ectron three abo~rt wehslte senprce qzralrt', percerved ~aJlre, trlrsf arrd 
coii\'eri~erice. 
Yo~rr e.spor~.re ~ ' 1 1 1  be treated as coi~fidential urzd ~rsed'fi~r research purpo.res only 7'her.e 
i.r rlo rrght or tvroilg aii.nvei.. 7haiik yol/.for yolrr ~~i1lir1g~1e.r.~ /o yarl~cipate In /his s f u b .  
Yo ~r1.s si?lcerck, 
Noorashikin Binti Harun @ Che Ani Matric No . 8 1 1068 
SECTION A: Respondent Profiles. 
This section intends to get inforination the respondents' demographic background 
[Tick the box which answers is best describing you] 
I. Gender 
( Male (1 Female 
2. Age 
( 2 5  - 30 years old ( 36 - 40years old 
1 3 1 - 3 5  years old ( More than 40 years old 
3. Race 
( Malay 
( Indian 
4. Educational Level 
( Degree 
( Master 
5. Working Experiences 
( Less than 3 years 
) Between 4 - 5 years 
) Chinese 
/ Others 
( PhD 
0 Between 3 - 4 years 
( More than 5 years 
6. Monthly lncome 
a RM 6,001 - and above 
'Tlus section intent to get the respondents feedhack ahout the topic study. 
I'lcaae hase your ans\\c1\ on the on< shopping nchsite that you most ticqucntly use 
[Ilsing the following scalc, pleasc cycle the number that  represrnls your most appropriate answer.] 
Customer 1,oyalty 
SE('TION (': Factors Determinant ( 'us l i~n~er  I.(~yally Of  Online Shopping 
This ssclion intznt to get thz rsspondsnts fzedhacl, ahout the topic stu 
Plcasc hasz your answers on the one shopl~ing wehsitc that you most frcqucntly usc 
[('sing thc following scalc. please cycle tllc n u ~ n b c r  that  reprcscnta your 111ost apprnpriate answer.( 
, 
2 
3 
a 
I'actor 1: \Vehsitc Service Ouality 
Stmnsty 
dsagrse 
1 
1 
1 
I 
1 
Xly preference Tor tlus online shopping schsitc 
would not \%illingly change. 
---- 
It \ % O I L ~ ~  he difficult to change my hcI1e1S ahout 
this onlinc shopping \\chsitc. 
Even if close lncnds recommended another 
website. my przfcrencc for this onl~nc s11ol)ping 
wehsits nould not change. 
I will huy from this online shopping sehsitz the 
next time I purchase product' szwicc. 
1 intend to keep purchasing products scniccs 
from this online shopping \\ehsitc. 
E'actor 2: I'erccived Value 
L>isqce 
1 
1 
1 
2 
-- 
2 
Netther agree 
or dlsagres 
3 
3 
3 
3 
3 
. 
3 
Nather Sree  
or dsagree 
3 
3 
I 
3 
3 
- 
3 
3 
1 
Z 
4 
j 
Strongly 
&agree 
I 
1 
1 
: 
I 
1 
The online shopping wchsite infinmation is 
regularly updated. 
'The onlinc shopping wehsite pro%ides full 
information on product features and scniccs 
olfircd. 
When a cl~stomcr lias a complaint or grievance. i t  
is dealt with rapidly and cfl~ctivsly. 
l'hc conlidcntiali& of cuslomcr data IS ensured. 
----
('ustomer 113s thc option to niodik or dzfcr at 
an?limc the transaction process witllout 
commitment. 
Strongly 
agree 
3 
5 
5 
- 
5 
5 
.1 
A g e  
1 
4 
4 
4 
4 
4 
Apree 
4 
4 
4 
4 
Deagree 
2 
1 
2 
1 
2 
I 
Products sen ice  is considsrrd to he a good deal 
buy. 
I'mduct scn icc  charscs are acccptahlc. 
Stmqly 
qrce 
5 
, 
5 
7 
5 
5 
Strody 
q r e r  
5 
5 
5 
5 
-- 
Strongly 
&serer 
1 
1 
1 
I 
I 
1 
3 
a 
5 
:- 
'The company pro\ides more free ~ ~ n i c e ~ .  
----
The company orers  attractive producL $ ~ n i c e  
costs. 
The company charges mc Iiirly lor similar 
produch senices.  
Disagree 
2 
1 
2 
1 
1 
Nnlhsr agree 
or msagrss 
1 
3 
3 
3 
3 
3 
Axre 
4 
4 
4 
4 
4 
4 
Factor 3: Trust 
Factor 4: C'onvenirnce 
, 
; 
' 
Based on my cxpcrimee in the past  I knorr it 
cal.eb a b u t  customem. 
Based on my experience m thc pdst I l n o n  it is 
honest. 
l3ased on my experience In the past  1 know it is 
not opportunistic. 
Rased on my expcricncc in the p.lst I !an\\ it is 
prcdicbhlc. 
I3ased on my cxj>cricncc in the pas t  I Pnon it 
I,no\vs its market. 
Slrory,iy 
disagree 
I 
1 
1 
, 
I 
1 
Ne~ttEr  agree 
or dsagree 
3 
3 
3 
3 
3 
3 
Diagrec 
2 
2 
2 
2 
2 
Duagrce 
2 
- 
2 
2 
2 
Stroqiy 
&agree 
I 
1 
1 
1 
I 
1 I wuld shop anytime I wanted. 
2 
5 
4 
Agree 
1 
J 
'4 
J 
J 
4 
l ' rnduc~ scnice  deDc? is tin14 y. 
I could ordcr products scn.ices \vhcrcvcr I am. 
'I'hc uehsitc provides suflicient mformation so 
that I can identify diffcl-cnt products semic~.; 
\\ ithin the same categories. 
I'aym~nt methods are IlexihJe. 
- 
Strongiy 
agree 
5 
5 
5 
I 
5 
5 
? 
1 
Strongiy 
agree 
5 
5 
5 
5 
5 
Neifher agree 
or daagree 
3 
3 
3 
3 
3 
5 
Agree 
4 
J 
J 
J 
- 
4 
3 J 
Appendix 2 : Percentage of consumer behavior towards buying and selling online 
transaction 
1 2  
3 
n - -- - , , 
r - * c . ~ - ~ = - c s - =  p g o -  1-  - .Vq- ly  HALF u* o r ,  *h--.- h u l . < , o u  = h u P P . m ~ a  --v.-.C 
Each online shopner 'P 
.-.A ,. A *  .. 8 ,,.,. . r . .  , ,, 
6 I ':<, 6 9 c?-<- 5 3 *?*. 
--- 
- 
- 
Mobile commercc during the holidaqs =- , .,. '- --\ : 
) , 
, .-1- ', 6 8 " -,,, -.-..- ,--,- -.--.,.. - --,. ---. 
J , r . n r . - .  c r r  v n r . r . .  , r . . r  r r r . , . l , r .  
;i 
' 1  
c - v * .  , . . - v . . : ,  --.<,*..; ,.> -.-,-K-, .-.-I,-;*- ,>om<. <.r .dm.,-* TC, . * * - G < -  . / s - .  T.- . -?>.F<.  
u l .  .- tb,&:j 
4 7 '5; ' .  34 <X, 1 0 '"3 75 -A. 5 4 '". 
- 
-7- 9 . ,' . 
- 
Social influences shopping b c h a w i o u r  
The info graphic show consumer behavior towards buying and selling online transaction 
in  Malaysia based on PayPal's study 
Appendix 3: SPSS Output on normality test, reliability test, descriptive statistics, 
correlation and multiple regression analysis 
Normality test 
I 
Descriptives 
loyalty Mean 
95% Confidence Interval for Lower Bound 
Mean Upper Bound 
5% Trimmed Mean 
Median 
Variance 
Std. Deviation 
Minimum 
Maximum 
Range 
lnterquartile Range 
Skewness 
Kurtosis 
quality Mean 
95% Confidence Interval for Lower Bound 
Mean Upper Bound 
5% Trimmed Mean 
Median 
Variance 
Std. Deviation 
Minimum 
Maximum 
Range 
lnterquartile Range 
Skewness 
Kurtosis 
Value Mean 
95% Confidence Interval for Lower Bound 
Mean Upper Bound 
5% Trimmed Mean 
Median 
Variance 
Std. Deviation 
I M~nimum 
Statistic 
4.6450 
4.5820 
4.7080 
4.6852 
5.0000 
204 
.45215 
2.33 
5.00 
2.67 
.67 
-1.431 
3.077 
4.4925 
4.4275 
4.5575 
4.5056 
4.5000 
.217 
,46613 
2.50 
5.00 
2.50 
1.00 
-.496 
,245 
4.5550 
4.5048 
4.6052 
4.5733 
4.6000 
. I30 
.36003 
I 3.00 
Std. Error 
,03197 
1 7 2  
.342 
,03296 
,172 
.342 
,02546 
1 
Maximum 
Range 
lnterquartile Range 
Skewness 
Kurtosis 
Trust Mean 
95% Confidence Interval for Lower Bound 
Mean Upper Bound 
5% Trimmed Mean 
Median 
Variance 
Std. Deviation 
M~nimum 
Maximum 
Range 
lnterquartile Range 
Skewness 
Kurtosis 
convenience Mean 
95% Confidence Interval for Lower Bound 
Mean Upper Bound 
5% Trimmed Mean 
Median 
Variance 
Std. Deviation 
Minimum 
Maximum 
Range 
lnterquart~le Range 
Skewness 
Kurtosis 
5.00 
2.00 
.40 
- 891 
1.981 
4.3600 
4.2793 
4.4407 
4.3889 
4.2500 
.335 
,57842 
2.00 
5.00 
3.00 
1 .OO 
-.459 
,004 
4 6390 
4.5889 
4.6891 
4.6689 
4.6000 
. I29 
,35962 
2.40 
5.00 
2 60 
.40 
-2.040 
8.351 
.I 72 
342 
,04090 
.I 72 
342 
,02543 
,172 
342 
Loyalty 
Histogram 
5 on 
loyalty-mean 
Observed Value 
Quality 
quality-mean 
Normal Q-Q Plot of quality-mean 
.- 
Observed Value 
Perceived Value 
Histogram 
value-mean 
Normal Q-Q Plot of value-mean 
--- - - 
- 
0 
- 
n 
5 
0 
z 
0 
w 
CI 
0 
a -2 
:: 
u 
-4 
C I ;  
- ., 3 0 3 5 4 0 4 5 5 Cl 
Observed Value 
101 
Trust 
trust-mean 
Convenience 
Histogram 
convenience-mean 
Normal Q-Q Plot of convenience-mean 
Observed Value 
Reliability 
Loyalty 
Scale: ALL VARIABLES 
Valid 100.0 
Cases Excludeda 
Total 200 100.0 
Case Processing Summary 
a. L~stwise deletion based on all var~ables In the 
I N 
procedure 
YO 
Reliabilit Statistics 
Cronbach's Alpha N of Items 
I 
My Preference for this onl~ne 
shopplng website would not 
willingly change 
It would be difficult to change 
my bel~efs about this online 
shopping webs~te 
Even ~f close fr~ends 
recommended another website, 
my preference for thls webs~te 
would not change 
I will buy from thls online 
shopping website the next time i 
purchase product/services 
I intend to keep purchasing 
product/services from this 
online shopping webs~te 
Corrected Item- 
Total Correlation 
Item-Total Statistics 
Cronbach's Alpha 
if ltem Deleted 
Scale Mean if 
Item Deleted 
Scale Variance if 
Item Deleted 
Quality 
Reliability 
Scale: ALL VARIABLES 
Case Processing Summary 
I I I I 
Valid 100.0 
Cases Excludeda 
Total 200 100 0 
a. Listwise deletion based on all variables in the 
procedure. 
Reliabilitv Statistics 
Cronbach's Alpha N of Items 1
The online shopping website 
information is regularly update 
The online shopping website 
provide full information on 
product features and services 
offered 
When a customer has a 
complaint or grievence, it is 
dealt with rapidly and effective 
The confidentiality of customer 
data is ensured 
Customer has the option to 
modify or defer at anytime the 
transaction process without 
commitment 
Item-Total 
Scale Mean if 
Item Deleted 
18.17 
18.22 
18.20 
18.15 
18.01 
Corrected Item- 
Total Correlation 
.477 
.498 
.506 
,400 
.488 
Statistics 
Scale Variance if 
Item Deleted 
2.283 
2.296 
2.201 
2.393 
2.31 1 
Cronbach's Alpha 
if Item Deleted 
,667 
.659 
.655 
.697 
,663 
Value 
Reliability 
Scale: ALL VARIABLES 
a. Listwise delet~on based on all variables in the 
Case Processing Summary 
procedure 
Valid 
Cases Excludeda 
Total 
Reliability Statistics 
I I 
Cronbach's Alpha I N of Items 
N 
200 
0 
200 
Yo 
100.0 
0 
100 0 
Item-Total Statistics 
Product/se~ices is considered 
to be a good deal 
Productlse~ices charge are 
acceptable 
The company provide more free 
s e ~ i c e s  
The company offers attractive 
product/se~ice costs 
The company charges me fairly 
for similar product/seNices 
Corrected Item- 
Total Correlation 
.53 1 
544 
,423 
.493 
.488 
Cronbach's Alpha 
if Item Deleted - 
.674 
669 
.715 
.689 
,691 
Scale Mean if 
Item Deleted 
18.33 
18.30 
18.19 
18.15 
18.13 
Scale Variance if 
Item Deleted 
2.143 
2.121 
2.315 
2.219 
2.261 
Trust 
Reliability 
Scale: ALL VARIABLES 
a. Listwise deletion based on all variables in the 
procedure 
Case Processing Summary 
Reliability Statistics 
I I 
Cronbach's Alpha I N of Items 
I 
Yo 
1000 
.O 
100 0 
Valid 
Cases Excludeda 
Total 
Item-Total Statistics 
N 
200 
0 
200 
Cronbach's Alpha 
if Item Deleted 
.571 
,528 
588 
.601 
.610 
Based on my experience in the 
past, i know it cares about 
customer 
Based on my experience in the 
past, i know it is honest 
Based on my experience in the 
past, i know it is not 
opportunistic 
Based on my experience in the 
past, i know ~t is predictable 
Based on my experience in the 
past, i know it known its market 
Scale Mean if 
Item Deleted 
18.12 
1 7.92 
17.90 
17.82 
17.76 
Scale Variance if 
Item Deleted 
2.056 
2 285 
2.432 
2.591 
2.626 
Corrected Item- 
Total Correlation 
.419 
498 
373 
.345 
.323 
Convienence 
Reliability 
Scale: ALL VARIABLES 
Case Processing Summary 
I I I i 
Valid 
Cases Excludeda 
I Total I 200 1 100.0 
a. Listwise deletion based on all variables in the 
procedure 
Reliabilitv Statistics 
Cronbach's Alpha N of Items I l l  
I could shop anytime i wanted 
I could order product/services 
wherever i am 
The website provide sufficient 
information so that i can ident~fy 
different produdlservices within 
the same categories 
Payment method are flexible 
Produdlservices delivery timely 
Item-Total Statistics 
Cronbach's Alpha Scale Mean if 
Item Deleted 
18.59 
if ltem Deleted 
,682 
Scale Variance if 
Item Deleted 
2.193 
Corrected Item- 
Total Correlation 
.500 
Descriptive Statistic 
Descri~tive Statistics 
Minimum 
2.33 
2.50 
3.00 
2.00 
2.40 
loyalty-mean 
quality-mean 
value-mean 
trust-mean 
convenience-mean 
Valid N (11stwis.e) 
Maximum 
5.00 
5.00 
5 00 
5.00 
5.00 
N 
200 
200 
200 
200 
200 
200 
Mean 
4.6450 
4.4925 
4.5550 
4.3600 
4.6390 
Std Deviat~on 
.45215 
.46613 
36003 
,57842 
35962 
**. Correlation is sign~ficant at the 0.01 level (2-tailed) 
Correlation 
quality-mean Pearson 
Correlation 
Sig. (2-tailed) 
N 
value-mean Pearson 
Correlation 
Sig. (2-tailed) 
N 
trust-mean Pearson 
Correlation 
Sig. (2-tailed) 
N 
convenience-me Pearson 
an Correlation 
Sig. (2-tailed) 
N 
loyalty-mean Pearson 
Correlation 
Sig. (2-tailed) 
N 
quality-mea 
n 
1 
200 
,501" 
.OOO 
200 
.327" 
.OOO 
200 
433- 
.OOO 
200 
.440" 
.OOO 
200 
Correlations 
value-mea 
n 
,501- 
.OOO 
200 
1 
200 
445" 
,000 
200 
.563" 
,000 
200 
-597" 
.OOO 
200 
trust-mea 
n 
.327" 
,000 
200 
.445" 
,000 
200 
1 
200 
,379" 
,000 
200 
,286" 
.OOO 
200 
convenience 
mean 
- 
.433" 
.OOO 
200 
,563" 
.OOO 
200 
.379" 
000 
200 
1 
200 
.479" 
000 
200 
loyalty-mea 
n 
.440" 
,000 
200 
.597" 
.OOO 
200 
,286" 
.OOO 
200 
479" 
,000 
200 
1 
200 
Multiple regression analysis 
a. Prdictors: (Constant), convenience-mean. trust-nlcan. 1 quality-mean. value-mean 
1 Sum of I 
Total 
Modcl 
1 1 Repression 
Sig . 
Tiid 
Squares ~ df 1 MC-rc 1 F 1 
16.414 4.103 32.970 
a. Pred~ctors: (Constant). convenience-mean. trust-mean. qualit\.-mean. value-mean I 
LDependcnt Variable: loyalt~,-mean -- A 
Modcl 
1 Standardized 
I Unstandardized Cocficicnts 
B 1 Std. Error Beta 
(Constant) 
trust mcan -.023 -.369 
convenience mcan ,087 1 79 2.587 
a. Dcperidcnt Variable: loyalh-mean -- 
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